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METHOD AND SYSTEM FOR DISTRIBUTION OF REVENUE 



FIELD OF THE INVENTION 

The present invention relates generally to managing a 
5 media space and more specifically to the distribution of 
revenue generated from advertisements in that media space. 
In the context of the invention, the term "media space" 
relates to publications containing content such as 
articles, scientific pay per, information listings, 

10 images, video, software and the like that are distributed 
or operate in any one or more of various forms, such as in 
print, on a computer readable media, or accessible over a 
computer network such as the Internet. The invention has 
been developed especially, but not exclusively, for a 

15 media space that is accessible over the Internet, and the 
invention is herein described in that context. 

BACKGROUND OF THE INVENTION 

Media space that operate over the Internet that 
20 include advertising schemes such as "content targeted 

marketing" are known, these schemes enable advertising to 
be targeted to a reader who is viewing content related to 
the advertisers products or services- An example of such 
a system can be found at www.google.com where advertisers 
25 can associate their products or services with selected 

keywords and charges are based on a cost-per-click and are 
generated as revenue for the search engine provider. 

SUMMARY OF THE INVENTION 

30 A first aspect of the invention relates to a method 

for the distribution of a revenue stream derived from 
media space containing content and advertising, the method 
comprising the steps of measuring the popularity of the 
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content; and distributing a first portion of the revenue 
to a content provider based on the popularity of the 
content . 

This method of distribution provides a relationship 
between the income generated by the publisher or 
broadcaster of the media space through advertising and the 
income derived by the content provider that is based on 
the popularity of the content. This relationship thereby 
provides a system where the income for different content 
in a media space will vary so as to enable providers that 
are submitting content that contributes more to the 
popularity of the media space to be better rewarded. 

In the context of the invention, the content provider 
is typically the author or owner of the content. However, 
15 it is to be appreciated that the content provider could be 
another entity having some other relationship with the 
content, the exact nature of that relationship not being 
important to the invention. 

In a specific embodiment, a predetermined association 
20 is established between the content and advertising in the 
media space . 

The predetermined association of the content to 
advertising in the media space may be on the basis of a 
one to one relationship (ie. the content is associated 

25 with only one type of advertising) or on a one to many 
relationship where the content is associated with a 
plurality of advertising in the media space. An example 
of a one to one relationship is where the content is 
associated with advertising having a unique identifier . 

30 That unique identifier may represent a single 

advertisement or may represent a particular advertiser. 
An example of one to many relationship is where the 
content is associated with advertising through keywords. 
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In that arrangement, keywords are assigned to a piece of 
content based on its subject matter and in turn, 
advertises select certain keywords to which they wish to 
be associated with. In this way, a piece of content may 
5 be linked through a keyword to a plurality of advertising. 
In a particular embodiment, the predetermined 
association has a bearing on the distribution of the 
revenue to the content provider. 

In one form, the predetermined association is used in 

10 establishing the size of the revenue stream which is made 
available for distribution to the content provider. As an 
example of this arrangement, the revenue stream that is 
available to a content provider may be based, at least in 
part, on the advertising revenue generated from 

15 advertising to which the content is associated (such as 
through a keyword link) . Accordingly, content that is 
more popular with advertisers has a larger pool from which 
to draw revenue. In this way, the mechanism provides 
incentive for content providers to submit content which is 

20 sought after by advertisers. In one form, the size of the 
revenue pool may be published so that content providers 
can see the size of the revenue pool in different content 
areas . 

In one form, the revenue pool may include a part 
25 which is general to all content in the media space. 

In another arrangement, a weighting may be applied to 
a portion of the revenue which is made available to the 
content provider, based on the type of predetermined 
association. For example, a one to one relationship may 
30 have a higher weighting thereby allowing the content 
provider to obtain more revenue based on a particular 
popularity of the content then would occur for the same 
content on a many to one relationship. 



\ 
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In another specific embodiment of the method, the 
content is peer reviewed and a second portion of the 
revenue is distributed to the peer reviewer of the 
content . 

5 In one form, the second portion of the revenue is 

distributed to the peer reviewer based on the popularity 
of the content. 

By arranging a system where a peer reviewer obtains 
revenue from advertising in the media space provides both 

10 an incentive to attract peer reviewers thereby improving 
the quality of content. In scientific publications in 
particular, the peer review panel is an important aspect 
of the content. 

The popularity of the content may be measured on a 

15 continual basis or during a discrete period with the 

revenue streams being calculated and distributed also on a 
periodic basis. Also, it is to be appreciated that 
various periods by which the popularity of the content is 
measured, and the revenue to be distributed may vary 

20 depending on preferred designs of the system. 

A second aspect of the invention relates to a method 
for the distribution of an advertising revenue streaim 
derived from a media space containing content and 
advertising, the method comprising the steps of: 

25 - establishing a metric indicative of the popularity 

of the content, the metric being based on at least one 
attribute associated with the content; 

- monitoring the at least one attribute; and 

- calculating a revenue distribution from the 

30 advertising revenue to be distributed to a provider of the 
content, the revenue distribution being influenced by the 
value of the metric of the content. 
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In accordance with the second aspect, a metric is 
established to provide a measure of the popularity of the 
content. This metric can take many different forms 
depending on the type of media space and whether the 
5 popularity of the content is measured in absolute terms, 
or as a comparative measure between different content, 
media spaces and/or over different time periods. 

In the arrangement where the media space is a web 
site, embodiments of the invention may have the attribute 
10 as the content viewing date and the metric is a count of 
the number of times a specific content item has been 
viewed in a time period, thus providing an absolute 
measure of popularity. In a more specific embodiment, 
this calculated metric for each specific content .item can 
15 then be used to calculate the relative or comparative 
measure of popularity of each item. 

Attributes used in alternate embodiments include the 
content viewing time. In these embodiments, the metric is 
the sum of the viewing time of a specific content item in 
20 the time period. Both absolute and relative popularity 
measurements can then be calculated. 

Other embodiments can use as the attribute the number 
of times an advertisement was clicked whilst a specific 
content item was being viewed. The metric calculated is a 
25 count of the advertisement clicks for each specific 
content item in the time period. 

Other attributes can also be used in the aggregation 
and calculation of metrics. For example, the IP address 
or the domain name of the request for a specific content 
30 item can be used to break down the demographics of the 
requests by country. 

The metrics can also be compared between time periods 
to calculate further metrics that characterise the 
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popularity of the content. For example a rate of change 
in popularity determined from one or more metrics can be 
derived as a further metric. 

This second aspect of the invention is ideally used 
5 in any of the forms of the first aspect of the invention. 

A third aspect of the invention relates to a method 
of managing a media space comprising the steps of 
providing content for the system; providing advertising so 
as to generate advertising revenue; establishing a 
10 predetermined association between the advertising and the 
content; and distributing a portion of the generated 
revenue to a content provider based on the predetermined 
association . 

An embodiment of this third aspect establishes the 
15 predetermined association between the advertising and the 
content by associating the advertising with a keyword, the 
keyword being associated in a one-to-many relationship 
with the content. 

An alternate embodiment of this third aspect 
20 establishes the predetermined association between the 

advertising and the content by associating the advertising 
with a unique identifier, the unique identifier having a 
one-to-one relationship with the content. 

This third aspect of the invention may also utilise 
25 any of the methods of the previous aspects of the 
invention for distributing revenue to the content 
provider. 

For each of the aspects of the invention, specific 
embodiments of the invention include a computer program 
30 arranged, when loaded on a computing system, to perform 
the method as described above. Embodiments can also 
include a computer readable medium providing said computer 
program. 
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BRIEF DESCRIPTION OF THE DRAWINGS 

Not withstanding any other forms which may fall 
within the scope of the present invention, preferred forms 
of the invention will now be described, by way of example 
only, with reference to the accompanying drawings in 
which: 

Figure 1 illustrates a first embodiment of the 
revenue distribution system; 

Figure 2 illustrates a second embodiment of the 
revenue distribution system; 

Figure 3a, 3b and 3c show sample calculations for the 
distribution of revenue ; 

Figure 4 illustrates a search page; 

Figure 5a, 5b and 5c illustrates keywords generated 
in three respective categories; 

Figure 6a and 6b illustrate respectively a conceptual 
layout of a web page and a sample rendered page including 
advertisements ; and 

Figure 7 illustrates a popularity report. 

DETAILED DESCRIPTION 

The following embodiments relate to schemes to 
distribute advertising revenue to content providers of a 
media space 50. In these embodiments, the media space is 
provided on a computer network such as the Internet, and 
is operated through conventional client server computer 
architecture incorporating a web server and database with 
the media space being accessible to consumers through a 
web site 60. 

The media space 50 is illustrated in Fig. 6a in the 
form of a rendered web page 60. The web page 60 contains 
content 61 and a advertising 62 made up of a plurality of 
advertising elements 63, 64. Some of the advertising 
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elements 63 are specifically related to the content 61, 
whereas other forms of the advertising 64 is not targeted 
and is of a general nature. For those skilled in the art, 
the concept of a media space is not limited to a web 
5 space, it can be applied to other mediums such as print 
and interactive television. 

Fig. 6b shows a screen-shot of the web page 60 
incorporating the content 61 and the advertising 62. In 
the illustrated form, the content relates to the material 

10 Zirconia and some of the advertising 63 is specifically 
targeted to this technical field. This advertising 
includes suppliers of the material, experts working in the 
field, and particular books which are related to this 
subject matter. Some of the other advertising 64 is 

15 general advertising and includes the banner element across 
the top of the web page as well as other elements relating 
to more general subject matters. The web page 60 also 
includes other additional elements such as the navigation 
element 65. 

20 Fig. 1 is a simplified block diagram which 

illustrates a method of distributing advertising revenue 
to the content providers in the media space 50. 

At step 101 a content provider producers content for 
publication on the web site 50. Consistent with the 

25 embodiment shown in the Figs. 6a and 6b, the content is of 
a technical and scientific nature, however it is to be 
appreciated that it could equally apply to content of any 
subject matter. At step 102, the content is approved for 
publication and at step 103 the content is uploaded to the 

30 web server. 

After uploading, at step 104, the information in the 
uploaded content is assigned keywords. In this specific 
embodiment, the information is analysed to extract the 
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keywords and three separate categories of keywords are 
extracted. In this specific embodiment, the information 
is analysed to extract the keywords and three separate 
categories of keywords are extracted. Each of steps 105, 
5 106 and 107 extract industry, application and material 

keywords respectively. Examples of the keywords generated 
are illustrated in the screen shots in Fig. 5a, 5b and 5c 
where the three categories of keywords generated from 
content are shown. Fig. 5 shows an example of the various 

10 categories of keywords. In Fig. 5a materials keywords, in 
Fig. 5b application keywords and in Fig. 5c industry 
keywords are shown. It is to be appreciated that keywords 
may be assigned to the content other than through an 
analysis of the information uploaded with the content. 

15 Once the keywords have been assigned to the content 

they are then stored in a keyword and content database 70, 

Once the keywords are stored, at step 110, the 
content is made accessible on the web site and can be 
found via a search using the assigned keywords or other 

2 0 browsing means. 

The content may be accessible to customers either as 
a free article access or by way of a pay per view 
arrangement. At step 111, each time the content is 
requested for viewing in the media space, a register in 

25 the keyword and content database 70 is altered to record 
the request. The register is in the form of a log file 
record in which many details of the request including host 
name, RPC931 identity of the client, and the time of 
request* This data is used to derive attributes 

30 associated with the content rendered. These attributes 
are used as a measure of popularity of the content to 
produce a popularity factor as will be explained in more 
detail below. 
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At step 112, advertising 62 is rendered in the media 
space with the content. As indicated above, some of the 
advertising elements 63 are targeted to the content and 
the selection of those advertisements which are rendered 
5 with the content is determined by a predetermined 

association with the content, which is typically done 
through the keywords assigned to the content. 

This predetermined association can be at various 
levels. In one form, an advertiser can associate an 

10 advertisement with a specific piece of content. This 
establishes a one to one relationship between the 
advertisement and the content. When the content is 
requested, the association with the content provides an 
increased likelihood of placement in the advertising 

15 element in the media space. It should be noted that the 

advertisement can establish a one to one relationship with 
more than one piece of content. In a second form, an 
advertiser may nominate specific keywords that they are 
interested in and advertising is matched with content 

20 based on a matching of keywords selected by the advertiser 
and the keywords assigned to the content. Through this 
mechanism, a one to many relationship is established in 
that one piece of content may be associated with a 
plurality of advertising elements. Once again, this 

25 association can be stored as a record in a database and 
through this association, a single keyword provides an 
increased likelihood of placement of the advertisement in 
the advertising elements associated with respect to 
possibly several different contents rendered to the media 

30 space. 

In a third form, the predetermined association can be 
managed by a third party. A third party can index the 
content and establish predetermined associations with the 
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content. On rendering of the page, a request is passed 
through the third party indicating the content being 
rendered and a third party can send an advertisement back 
for inclusion as an advertisement in the rendered media 
5 space. In this case, revenue from the advertisers to the 
publisher with the third party as an intermediary. 

Once the advertising and the content in the media 
space 50 is established, revenue is generated and received 
at step 113. This revenue may be from generalised 

10 advertising, specific targeted advertising, or by virtue 
of pay per view for the content. The revenue is then 
distributed at step 114. In the initial period, the 
revenue is distributed to the content provider without any 
regard to the popularity of that content as there has not 

15 been sufficient time to gauge the popularity. However, 

during that initial period, the popularity is recorded at 
step 115 so that in subsequent periods, the popularity can 
be factored into the revenue distribution to the content 
provider as will be discussed in more detail below. 

20 At step 115, the popularity of the content is 

measured so as to generate a popularity factor 310 (see 
Fig. 3a) . The popularity of the content is calculated 
based on attributes recorded in the log file records in 
the keyword and content database 109. In a simple form, 

25 the attribute that is recorded in the keyword and content 
database file 70 is the number of requests for a 
particular piece of content. Fig. 7 is a content 
popularity report which illustrates, the number of requests 
(by way of page impressions 71) or different content (as 

30 represented by a unique ID 72 and name 73) . A metric is 
then established to generate the popularity factor. In 
one example, the attributes are used to rank the pieces of 
content in the media space and the popularity factor is 
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established by dividing the position of the content in the 
ranking,, divided by the total number of articles in the 
ranking. As it is to be appreciated, different metrics 
could be used to establish a popularity factor either as a 
quantitative measure or as an absolute measure. Once the 
popularity factor is generated for a particular period, 
the subsequent periods use that popularity factor in the 
distribution of revenue to the content provider. 
Specifically, at step 116, revenue is received in the 
second period, and is distributed in step 117 using an 
algorithm which utilises the popularity factor. The exact 
operation of the distribution will be explained in more 
detail below. 

A second embodiment of the methodology is illustrated 
by the simplified block diagram of Fig. 2. This second 
embodiment shares many aspects of the first embodiment and 
like features have been given like reference numerals. 
The primary difference in the second embodiment is that 
content goes to a third party peer review at step 150. 
Typically this peer review is incorporated as part of the 
content. The peer reviewer also provides a list of peer 
selected keywords at step 104 thereby enabling those 
keywords to be included in the content and keyword 
database 70. The peer selected keywords assist in 
ensuring that industry specific keywords are identified 
and properly indexed. Also the peer selected keywords can 
include words that are not in the content reviewed. For 
example, the reviewed content may relate to a new 
technical discovery but the document may not include 
references to the applications. In this case, a peer 
reviewer can associate keywords that relate to the new 
technical discovery to the industry fields it may impact. 



13 

A further difference in the second embodiment is that 
in distributing revenue at steps 114 and 117, a portion of 
the revenue stream is distributed to the peer review 
panel. Various mechanisms can be used to establish the 
5 portion of the revenue which is distributed and this is 
described below with reference to examples A, B and C 
which are illustrated in Figs. 3a, 3b and 3c. 

In example A revenue distribution calculations are 
made for periods 1, 2 and 3. In example A the revenue 
10 which is available for distribution (301) is derived 

solely from target specific advertising. In this example 
there is no general advertising nor paid review revenue. 
In addition, no revenue is distributed for peer review as 
represented by a 0 in each of the peer review factor 303. 
15 However, a portion of the revenue is distributed to the 
author or content provider at a rate of which is 
determined by the author factor 302. This author factor 
is determined based on a base rate (which is example A is 
25% multiplied by a popularity factor 310 which in the 
'20 initial period does not apply) . 

In looking at example A, in period 1 the revenue 
which is available for distribution 301 is calculated at 
$300. By virtue of the author factor in the first period 
being at 25%, $7 5 of that income is distributed to the 
2 5 content provider as author income 304 whereas the 
publisher receives $125 as the host income 305. 

In addition, during the first period the popularity 
of the content is measured and the popularity factor 310 
is established. As discussed before, the popularity 
30 factor is determined by dividing the position of the 

ranking of the content by the total number of separate 
content pieces. In this example, the content ranked 500 
out of 2000 thereby giving it a popularity factor of 0.75. 
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The calculation in subsequent periods 2 and 3 are 
done on a similar basis to period 1 with the exception 
that the popularity factor 310 is introduced and thereby 
affects the percentage of the content which is distributed 
5 as author income 304. In period 2 it is seen that the 

popularity factor 310 is introduced as 1.75 thereby giving 
an author factor 302 of 43.8%. Also the amount in the 
revenue pool 301 had increased from $300 to $400 thereby 
resulting in a distribution of $175. In addition, during 
10 the second period the article popularity is calculated to 
introduce a new popularity factor of 0.8 4 based on the 
fact that the content ranked 400 out of a total article 
pool of 2500. This popularity factor is then used in the 
third period as represented by 1.84 in the popularity 
15 factor 310 for period 3. 

Example B includes many similarities of example A. 
The main differences being that the revenue pool 301 
includes pay per view revenue, a peer review factor is 
introduced and the popularity factor is calculated using 
20 slightly different attributes. 

In example B the revenue pool 301 includes pay per 
view revenue which in period 1 is $300. Also a peer 
review factor is introduced 303 having a base rate of 10%. 
This peer review factor is also weighted by the popularity 
25 factor so that it will increase as the popularity factor 
310 is introduced. Finally, the popularity factor is 
calculated using a different metric. With this 
calculation, the ratio of the number of page views to the 
total number of article reviews for the media space times 
30 1000. This gives a popularity factor of 1 for the period 
1 and a popularity factor of 0.83. The revenue is then 
distributed in a consistent manner to that as explained in 
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example A with the addition that peer review panel income 
306 is also generated. 

Finally in example C, a further arrangement is 
described whereby the revenue pool 301 also includes 
5 general advertising site revenue. In example C, the 

general advertising site revenue is proportioned amongst 
all of the content articles which in the present example 
gives an additional $20 to the revenue pool 301 for each 
of the periods. The revenue distribution is then 
10 calculated based on the same arrangements as shown in 
example B. 

An advantage of the implementation of the methods of 
the revenue distribution, as described, encourages authors 
that contribute popular content. The popularity of the 
15 content adds to the popularity of the media space which 

encourages further authors, thus generating more visits to 
the web site and therefore more revenue. This allows for 
a greater revenue pool to authors and the site hosts. 
Similarly, the distribution of revenue to peer reviewers 
20 also encourages talented reviewers to contribute. 

In the claims which follow and in the preceding 
description of the invention, except where the context 
requires otherwise due to express language or necessary 
implication, the word "comprise" or variations such as 
25 "comprises" or "comprising" is used in an inclusive sense, 
i.e. to specify the presence of the stated features but 
not to preclude the presence or addition of further 
features in various embodiments of the invention. 

It is to be appreciated that variations and/or 
30 modifications may be made to the parts previously 

described without departing from the spirit or ambit of 
the invention. 



Hed bv USPTO from the IFW Image Database on 03/07/2005 



16 



I CLAIM: 

1. A method for the distribution of an advertising 
revenue stream derived from a media space incorporating 
content and advertising, the method comprising the steps 
5 of: 

- establishing a metric indicative of the popularity 
of the content, the metric being based on at least one 
attribute associated with the content; 

- monitoring the at least one attribute; and 
10 _ calculating a revenue distribution from the 

advertising revenue to be distributed to a provider of the 
content, the revenue distribution being influenced by the 
value of the metric of the content. 

2. A method according to claim 1 wherein the media 
15 space is an interactive media space and the content and 

advertising are rendered to the media space. 

3. A method according to claim 2 wherein the 
attribute is a rendering of the content in the media space 

4. A method according to any one of claims 2 to 3 
20 wherein the attribute is viewing time of the rendered 

content . 

5. A method according to any one of claims 2 to 4 
wherein the attribute is a request made via the media 
space whilst the content is rendered. 

25 6. A method according to any one of claims 1 to 5 

wherein the metric is an absolute measurement of the 
attribute . 

7. A method according to any one of claims 1 to 5 
wherein the metric is a relative measurement of the 

30 attribute between a plurality of content attributes. 

8. A method according to any one of claims 1 to 7, 
further comprising the steps: 
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establishing a predetermined association between the 
content and the advertising, wherein the calculated 
revenue distribution is also influenced by the 
predetermined association. 
5 9. A method according to claim 8, wherein the 

predetermined association influences the advertising 
revenue stream that is available for distribution to the 

content provider. 

10. A method according to claim 8 or 9, wherein the 
10 predetermined association influences the percentage of the 

revenue stream that is distributed to the content 
provider . 

11. A method according to any one of claims 8 to 

10, wherein the predetermined association is a one-to-one 
15 association with the content. 

12. A method according to any one of claims 8 to 

11, wherein the predetermined association is a one-to-many 
association with the content. 

13. A method according to any one of claims 1 to 12 
wherein the calculation of the revenue distribution is 

made periodically. 

14. A method according to any one of claims 1 to 13 
wherein the revenue is distributed to an author or 
publisher of the content. 

15. A method to any one of claims 1 to 14, wherein 
the content is peer reviewed and the method further 
comprises the step of calculating a revenue distribution 
from the advertising revenue to be distributed to the peer 
reviewer - 

16. A method as claimed in claim 15, wherein the 
calculated revenue distribution to be distributed to the 
peer-reviewer is influenced by the popularity of the 
content . 



20 



25 



30 
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17. A method as claimed in either claim 15 or 16, 
further comprising the step of distributing the calculated 
revenue distribution to the peer reviewer. 

18. A method for the distribution of a revenue 
5 stream derived from media space containing content and 

advertising, the method comprising the steps of: 

- measuring the popularity of the content; and 

- distributing a first portion of the revenue based 
on the popularity of the content. 

10 19. A method according to claim 18 wherein the 

popularity of the content is monitored by: 
establishing a metric; and- 
- monitoring the metric. 

20. A method according to claim 19, wherein the 
15 first portion of the revenue is distributed based on the 

value of the metric of the content. 

21. A method of managing a media space comprising 

the steps of: 

providing content for the system; 
20 - providing advertising so as to generate 

advertising revenue; 

establishing a predetermined association 

between the advertising and the content; 

distributing a portion of the generated revenue 
25 to a content provider based on the predetermined 
association . 

22. A method for the distribution a revenue stream 
as claimed in claim 21 wherein the predetermined 
association between the advertising and the content is 
30 achieved by associating the advertising with a keyword, 

the keyword being associated in a one-to-many relationship 
with the content . 
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23. A method for the distribution a revenue stream 
as claimed in claim 21 wherein the predetermined 
association between the advertising and the content is 
achieved by associating the advertising with a unique 
identifier, the unique identifier having a one-to-one 
relationship with the content. 

24. A computer program arranged, when loaded on a 
computing system, to perform the method in accordance with 
any one of claims 1 to 23. 

25. A computer readable medium providing the 
computer program in accordance with claim 24. 

Dated this 18 th day of February 2004 
Ian Birkby 
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| content & Keyword Database I 
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Publish Article to the Web 8l Incorporate Keyword L* 
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SoM.com Contented Targeted Marketing & Scientific Publishing Author Reward Mechanism 
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\ Uotoad content/Artldes/News Items to Web Server I 
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Analyse Article and Extract Keywords 
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Example A 




3oC= 



Example C 



2>o\ 



Site A 
Article A >«• 

No. Suppliers Listing Alongside 
Unit Listing Price 
Total Article Revenue 

Pay Per View Revenue 

Popularity Factor 

Author Factor 

peer Review Factor 

Author income 

Peer Review Panel Income 

Site A Host Income 

Artlcla Popularity Calculation Example 

Article A Page Views 

Position In Top 2000 Articles for Site A 

Popularity F actor — 



Period 1 



Period. 2 



Period 3 



100.00 
300.00 



100.00 
400.00 



130.00 
650.00 





0 




0 




0 








1.75 




1.84 




25% 




43.8% 




46.0% 




10% 




17.5% 




18.4% 




75,00 


$ 


175.00 


$ 


299.00 


• * 


30.00 


$ 


70.00 


$ 


119.60 




195.00 




155.00 




231.40 




2000 




2500 








500 




400 








0.75 




0.84 







FIG. 3 a 



(Site B 
Article B 

No. Suppliers Listing Alongside 
Average Listing Price 
Pay Per View Revenue 
Total Article Revenue 



Period 1 



Period 2 



Period 3 



ioo.oo 

300.00 
600.00 



4 

100.00 $ 

500.00 $ 

900-00 $ 



S 

130-00 
600.00 
1,250.00 



Popularity Factor 

Author Factor 

Peer Review Factor 

Author Income 

Peer Review Panel Income 

Site B Host Income 

Artitf e Popularity Calculation Example 
Article A Page Views 
Total Article Views for Site A 
Popularity Factor 









2 




1.83 




25% 




50.0% 




45.8% 




10% 




20.0% 




18.3% 


$ 


150.00 


$ 


450.00 


$ 


572.92 


$ 


60.00 


$ 


180.00 


$ 


229.17 


* 


390.00 




270.00 


$ 


447.92 




2000 




2500 







2OOO0O0 

1 



3000000 
0.83 



FIG. 3b 



Site C 
Article C 

Suppliers Listing Alongside 

Average Listing Price 

Pay Per View Revenue 

General Advertising Site Revenue 

Total Number of Site Articles • 

General Advertising Site Revenue/article 

Total Article Revenue 

Popularity Factor 

Author Factor 

Peer Review Factor 

Author income 

Peer Review Panel Income 

Site 8 Host Income 

Article Popularity Calculation Example 

Article A Page Views 

Total Article Views for Site A 

Popularity Factor . — - 



Period i 



Period 2 



Period 3 



5 
130 
600 



3 4 
100 ioo 
300 5 00 

4100,000.00 $ 100,000.00 * 100 ' 00 °- n ) ° 
5000 S00O SOOt 

* 20.00 $ 20.00 $ 

* 620.00 $ 920.00 $ 



5O0O 
20.00 
1,270.00 



25% 
10% 
155.00 i 

62.00 
403.00 

2000 
2000000 
1 



2 

50.0% 

20.0% 
460.00 ! 
184.00 
276.00 

2500 
3000000 
0.83 



1.83 
45:8% 
18.3% 
582.68 
232.83 
455.08 



FIG. 3c 
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AZoM Home Page Xi I lustra*] ng the relevant Search Fields 



" Books 

" ow P»rm*r* 



Fe«tur»d Conferences 

Materials ftwgrgncsg 
European stse| forgm 

Structural Materials 
T»chnoJoo y r i go p4_ - 



Featured Exhibitions 

AtsTt-cfr 300* -.iron end- 



Technology 

Exposition 



featured Courses 

Advanced -Materials t^Se 
Course 



Titanium and Its Alloys 
Rasa arch Methods 



Gadgets, Gizmos and 
Great Ideas 

Material Solutions 2003 



Engineering Partners 

, Enq^rjps florum 



AZoM - The A to I fat Materials 

The Premier On-line Materials Information Site, Supplier and Expert 
Directory. 



My AZoM - free customised materials newsletter 

Sign up for your m aterials- newylefrer from AZoM that brings to your inbox, 

the latest news and technical information for the materials that interest you. 



"AskAZoM" 
[f Ask your "Natural Language" materials 
Question 



33n 

t-Pafn. 



©News H Articles 



■Keyword, j 



anflltefltien T 

Search *- 
Search 



. Mate r ial © imp <£> Si (Units) 

Property 

Search 



| — Select One — 


m\ 


1<»|SS1 Value! | 




And 




f - Select One — Kffij 



News 

BrffoPfffoMI^ Push 
into 

semicqmlvctor 

Market 

Smorgpn Stool 

flqgt/jre Mctal- 

Reorder 
gpcofe rle.tjicflj 

Approv** for 

C.er»mjgH'P • 



Mftgupfehf Perm 
Copper Jo in t 
Venture 

City of Afcr-op 
Triafs Pqtyrner. 
ftridae 

LMW Malta-Offer ■ 

far, Poland's 

Largest $tecf 
Flatg, ^aH?r 

gtauSasiflBsi 

Mannegkim Sheet 

Techno>pg,t 
1 gayer c;omm«ncg 

Construction- of 
Chinese 

Polygarpgnetft 
! New. Magnets 

Cpptajnipq 9?-Vt 

Air 

! Stqcl Idfe 

silicon Steer Unc, 




/7<S. 4 
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1 Materials Keywords Examples 
Materials 



Datailad boiow are aiphabaticai listings of all tho materials covered on the A2oM sits. Have a look through tho listings to find your 
ewact material or similar material than simply dick throuah. Alternatively if you inputtrm material term into the keyword search on 
the hame page you wfll find articles which direotfy relate to your chosen material search. 



a-b-c-d-6- 



. M - I- - 3- k- t- M- N- O- P- Q- R- S- T- U- V- vV-X-V-Z- 



► ABS 30^ Glass SUbrn Reinforced 

► ABS Generic 

► ADS High impact UV Stabilised 

► ABS Medium Impact 

► ABS Structural Foam 
» ABS /PC 

* ABS/PSul 

► A co to 1 

»- Acetai PoIyoxyraethvleRe 

* Acetai Polyaxymetfivlone Copolymer aoto doss Fibre 
Coupled 

►•Acetai Pelyexyenethylsne Homoaolytner 

► A CO ta I resin 



► ABS 

» ABS Flee rtf-tnninnt 

- AOS High Impact High *fe>«* 

- ABS LOW Gloss 
■ abs Plating. 

► AOS Transparent 

- ABS/PC blonds 
p ABS/PVC Atlov 

► AcctaJpoIyaxymethylon- Copolymer silicone lubricated 

► Acetai Polyoxy methylene 3tJ«M» Carbon, Fibre -Reinforced 

► Acetai Roiyaxymethytom* Copolymer tlV Stabilised 

• Acetai voiyoKy methylene HorooptflymerPTFE lubricated 



FIG. 5 a 



2 Applications Keywords Examples 
Applications 



Detailed below are alphabetical listings of all trig applications covered on the A2oM site. Have a look throuQh the listings to find 
-your exact application or similar applications then simply dick-through. Alternatively if you input the application tsrm into the 
application search on tho handset you win find material artides which directly relate to your application. 

A-B-C-O-E - F-.G-H - l->-K-t-W-M*6"P-Q»R-S-T-U-V-W-X-Y!-Z - AU. 



► Abrasion resistant enetinns * 

► Access equipment » 
%* Active damping P 

► Advertising signs * 

► Aerosol valves- • 
*> Afm » 

► Air- brake- lines * 

* Air filter, naxjl^ » 
*• Air Intake housings * 

► Aircraft exterior components » 

► Aircraft ftrterinroanels > 
f Alkali- resistant linings * 

► Alumina thread guides » 

* Aluminium castings i 
p Aluminium pressure die * 
casting 



Abrasive blasting 
Accommodatioo-aiadales 
Actuators 
Aeroengines 
Aerospace 
Agricultural coram 
Air conditioning 
air handlings ' 
Aircraft 
Aircraft flup/slac adjusters 
Aircraft stabiliser fins 
Alloying additive 
Aluminium 

Aluminium extrusions 
Aluminium refining 



- Abrasives 

»■ Acid resistant linings 
» Additives 
' Aerofoils 

* Aerospace components 
» Agriculture 

» Air-ducting: 

* Air .Induction- tubas 

► Aircraft components 

- Aircraft olazlng 
» Airframes 

f Alloying additives 
»■ Aluminium, allays - 

* Aluminium foil 

► Aluminium smelting: 



• Absorption towers 

• Acoustic harrier 
» Adhesive* 

Aerosol cans 
«• Aerspaca components 

• Aids far disabled , 
■> Air extraction grilles. 
>- Air Intake grilles 

» Aircraft engines 

• Aircraft Interior components 
+ Alarms 

*■ Alternators 
•• Aluminium cans 



p- Aluminium tanks 



FIG. 5b 



3 Industries Keywords Exam pies 
Industries 



AZnM industry Search 

All material articles and news items stored in the AZoM database are classified in terms of the industry thsy benefit. 

The AZoM system of industry dassificatton has been designed to allow site visitors to retrieve materials related information that 
is specific to their industry. 

Clicking on any of the A to 2 industry sectors below performs a search an the AZoM database for materials information specific 
to die individual industry sector. 

Alternatively, you can use a quick look-up code provided on the Industry Classification Table. Tha industry classification Table 
also displays the industry keywords database structure and hierarchy, Plcaso nota tha fila size of this page is 380k and takes 
around 30 sacs to download on a 56k modem. 

as with all of the other AZoM search functions, tha Industry search can ba combined with an application, material or other 
keyword search. Simoly return to the search handset and input tha relevant industry sector eado or description and combine 
your search with the other search fields ( Global Keyword, Application and Properties Search). 

Tha Industry listinq categories used by AZoM ana based an tho Standard industrial Classification Manual 19S7 (USA) Sic codes. O 
Tho categories listed below are tha short tide categories that have baen modified to enable both keyword and cade number **** 
searching and to suit tha primary industry categories 

If you are unsure of your particular industry categorisation, the US National Census stta provides a lookup search tool which 
allows you to enter the application of interest and then find whara it is located in the Sic system and the mora recant NAICS 
system Search-far Src Codes. 

A-Q-C-D-B-F-G-H-I-J-K-L-M-N-a-P-Q-R-S-T-U-V-W-X-y-Z - ALL 
* Abrasives *• Adhesives soolnnts * Agricultural ». Agricultural production 

► Agriculture* service* £ Agrjculture forestry and » Aircraft 



b> Agriculture! production 
livestock 
*» Aircraft- engines 
» Aluminium- roll* - 
*■ Anufncturing 



► Agriculture forestry and 
fishing 

► Aircraft ports aerospace *► Aluminium 

► Aluminium- sheot piota foil *- Ammunition 

► Architecttiratmetolvjark > Automntlve stompmg 



p- Aluminium extrusions 
► Analytical Instruments 



\FIG. 5c 
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